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News media companies increasingly create digital news content for Instagram, Snapchat, 

and TikTok, thereby blending information and entertainment. Infotainment can enhance 

learning but might also lead to an illusion of knowing. We explore how the use of dynamic, 

narrative, and interactive features in Instagram stories affects perceived and actual 

knowledge about news issues. Two preregistered experiments were conducted: Study 1 

(N = 124) compared different versions of digital news stories, and Study 2 (N = 121) 

additionally included a newspaper article as a control condition. The results demonstrate 

that the inclusion of dynamic, narrative, and interactive features in digital news items 

does not foster entertainment experiences and has no direct effect on actual and perceived 

knowledge. In Study 1, we found that infotainment features can increase knowledge for 

individuals who are less involved in a news topic; however, this effect did not replicate in 

Study 2. 
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Social media has become a crucial news source, especially for younger generations. Initially, news 

media shared website content on Facebook and Twitter; now they increasingly create original content for 

Instagram, Snapchat, and TikTok (Newman, 2019; Vázquez-Herrero et al., 2019, 2020). These digital news 

formats blend information and entertainment (Vázquez-Herrero et al., 2019, 2020) and can therefore be 

considered infotainment (Brants & Neijens, 1998). This study investigates how infotainment in digital news 

affects perceived and actual knowledge about news issues. 
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Researchers have studied the effects of infotainment in print or on TV news on knowledge acquisition 

(Baum, 2003; Bennett, 2003; Grabe et al., 2000, 2003; Prior, 2003; Zaller, 2003). While most studies show 

positive effects (Davis et al., 2020; Grabe et al., 2003; Ryffel & Wirth, 2020; Weber & Grauer, 2019), it is not 

clear to what extent these findings can be generalized. Previous research mostly focused on isolated effects of 

audiovisual packaging (Grabe et al., 2003; Ryffel & Wirth, 2020) or narrative journalistic reporting (Davis et 

al., 2020; Weber & Grauer, 2019). It remains unclear to what extent different approaches to creating 

infotainment contribute to knowledge gain in comparison with each other. In other words, does infotainment 

generally facilitate knowledge gain, or are specific entertainment techniques more impactful than others? 

 

Moreover, infotainment can lead to overconfidence in one’s knowledge, creating an illusion of 

knowing (Park, 2001; Ryffel & Wirth, 2020). In the social media context, this may hinder in-depth 

information seeking and encourage premature opinion expression (Schäfer, 2020). Thus, while infotainment 

may support learning, it could also have undesired side effects. 

 

In this study, we focus on three infotainment features that reflect the affordances of new digital 

news formats (see Vázquez-Herrero et al., 2019, 2020, for a content analysis of the features of Instagram 

stories and TikTok videos). Digital news formats can be dynamic; they often include animated elements 

or videos. Second, digital news formats can be narrative; the content is often presented subsequently, 

and the information can be structured like a story. Third, digital news formats can be interactive; they 

often allow the users to interact with the content (e.g., with a quiz) or to comment, like, and share the 

news story. Digital news stories can also vary regarding other features that characterize infotainment, 

for example, emotionalization, personalization, or dramatization. However, these features can vary in 

intensity in any type of news format and are not an affordance of digital news. The investigated features 

all represent the style dimension of infotainment (as opposed to characteristics of the news topic; see 

Brants & Neijens, 1998). 

 

We conducted two preregistered lab experiments in the Netherlands (N = 124) and Switzerland (N 

= 121). Participants viewed Instagram news stories with one infotainment feature (dynamic presentation, 

narration, or interaction) or a baseline version without any feature. Study 2 additionally included a 

newspaper version as a control condition. The contribution of this study is twofold: First, we investigate the 

potential of digital news formats such as Instagram stories to convey knowledge about relevant societal 

issues. Second, by comparing the effects of different infotainment features on perceived and actual 

knowledge, we contribute to the understanding of infotainment effects more broadly. 

 

Effects on Knowledge 

 

The dynamic presentation of news, defined as moving images (video, animations), music, and 

sound effects, has been extensively studied in the context of TV news. Research indicates that moderate 

use of dynamic features enhances knowledge acquisition by eliciting emotional arousal, whereas intensive 

use leads to lower levels of actual and perceived knowledge because of cognitive overload (Grabe et al., 

2000; Ryffel & Wirth, 2020; Vettehen et al., 2008). This can be explained with the limited capacity model 

of motivated mediated message processing (LC4MP; Lang, 2017): Media users can intentionally allocate 

cognitive resources to process a news item, for example, when they are interested in the topic. Dynamic 



International Journal of Communication 20(2026)  Infotainment on Social Media  2059 

 

 

 

production features and emotion-eliciting content further trigger an automated allocation of resources to 

process the information (Lang, 2017). Messages with a moderately dynamic packaging thus ensure that 

media users allocate enough resources to process the information. An excessive use of such elements, 

however, binds too many resources for the processing of these additional impressions and thus leads to 

cognitive overload (Grabe et al., 2003; Ryffel & Wirth, 2020). 

 

Narrative presentation, defined as the presentation of news with the structure and qualities of a story, 

has been shown to improve knowledge acquisition compared with traditional journalistic styles (Davis et al., 

2020; Weber & Grauer, 2019). Davis et al. (2020) find this effect independent of the users’ level of education, 

while Weber and Grauer (2019) only observed it for individuals with less knowledge of the issue. The positive 

impact of narration is explained by the tangibility and vividness of narrative descriptions; information 

processing is easier for concrete than abstract events, which results in better comprehension, storage, and 

retrieval of information (Paivio, 1991; Zillman, 2002). Tangibility and vividness in narrative descriptions result 

from the presence of an exemplar, which functions as an illustration of the abstract event (Brosius & Peter, 

2017), or from the chronological description of events in the form of a story with a clearly identifiable beginning, 

middle, and end (Hinyard & Kreuter, 2007; Kreuter et al., 2007). Narrations also foster engagement with a 

story (Busselle & Bilandzic, 2008; Moyer-Gusé, 2008), which increases the allocation of resources. 

 

A unique affordance of digital news products is the potential for interactivity, defined as the use of 

interactive elements in social media news stories, such as polls, quizzes, or emoji sliders. The effect of 

interactivity has previously been studied in the context of online news articles (Opgenhaffen & d’Haenens, 

2011) and infographics (Greussing & Boomgaarden, 2021; Greussing et al., 2020). While interactivity can 

lead to cognitive overload and poor learning outcomes, especially for inexperienced users, it can also foster 

learning when appropriately used (Greussing & Boomgaarden, 2021; Greussing et al., 2020; Opgenhaffen 

& d’Haenens, 2011). Vermeer and van den Heijkant (2023) investigated how interactive features in 

Instagram stories affect political knowledge of adolescents. They found no difference between stories with 

and without interactive elements, suggesting the effects of interactivity may vary based on user experience 

and information complexity. 

 

The Role of Entertainment 

 

The implicit assumption in the word “infotainment” is that positive effects of such content on 

engagement and learning are related to being entertained. Nevertheless, there has been very limited 

attention to the audience’s experience of infotainment. Wirth (2014) describes this experience as feeling 

simultaneously informed and entertained; entertainment can manifest as enjoyment (hedonic 

entertainment) or meaningfulness (eudaimonic entertainment), while the feeling of being informed is a 

metacognition resulting from information experiences during and after media use (Wirth, 2014). 

 

There is some initial empirical evidence that infotainment content leads to such experiences of 

infotainment. Weber (2019) demonstrated that a narrative reporting style increases the simultaneous 

feeling of being informed and entertained compared with a standard reporting style. Dietrich et al. (2024) 

found that interactive quiz questions foster eudaimonic entertainment experiences, which are in turn 

positively related to knowledge about the news issue. However, most studies on the effects of infotainment 
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focus on knowledge outcomes and take for granted that media users experience entertainment in response 

to infotainment content. 

 

From a theoretical perspective, the (extended) dual-process model of entertainment experience 

and motivated cognition describes how entertainment experiences are related to learning (Bartsch et al., 

2025; Schneider et al., 2021). The model links hedonic entertainment experiences to superficial information 

processing and eudaimonic entertainment experiences to elaborate information processing. While learning 

can occur through both mechanisms, the model postulates that eudaimonic entertainment is particularly 

likely to foster learning. 

 

The model also describes which qualities of media content foster the experience of hedonic or 

eudaimonic entertainment, for example, the excitatory and absorption potential, personal relevance, and 

emotional responses (Bartsch et al., 2025; Schneider et al., 2021). This allows us to theorize why 

infotainment features should foster entertainment experiences. A dynamic presentation of news increases 

the absorption potential and should therefore foster hedonic entertainment (Schneider et al., 2021). A 

narrative presentation fosters empathy and therefore eudaimonic entertainment (Dietrich et al., 2024). An 

interactive presentation can, on the one hand, foster epistemic emotions such as curiosity or surprise, which 

are related to eudaimonic entertainment (Dietrich et al., 2024), and, on the other hand, increase the 

absorption potential, which fosters eudaimonic entertainment (Schneider et al., 2021). 

 

We can thus assume that dynamic, narrative, and interactive features in news stories make these 

stories entertaining, while at the same time, they trigger (superficial or elaborate) information processing. 

This leads to a simultaneous feeling of being entertained and being informed. 

 

Effects on Perceived Knowledge 

 

Self-assessments of being informed can differ from actual knowledge gain, sometimes leading to 

an “illusion of knowing” (Park, 2001). Moderate use of dynamic features in news yields the best learning 

outcomes, but also the strongest illusion of knowing (Ryffel & Wirth, 2020). This aligns with the LC4MP 

(Lang, 2017), which suggests that optimal resource allocation makes information processing feel effortless. 

The perceived ease of processing a message is referred to as perceived processing fluency; it can serve as 

a heuristic cue for the assessment of one’s knowledge (Ryffel & Wirth, 2020; Schwarz, 2004). Easy 

processing leads to the assumption of greater knowledge, whereas difficult processing suggests lesser 

understanding. However, this heuristic is not always accurate; as Ryffel and Wirth (2020) have shown, high 

processing fluency leads individuals to overestimate their knowledge gain. 

 

Perceived processing fluency not only affects the feeling of being informed but also the feeling of 

being entertained. Stimuli that are interesting, but also easy to process, can induce a “pleasure of 

comprehension” (Vorderer & Hartmann, 2009, p. 540). Studies show that enjoyment of infotainment 

correlates with perceived knowledge about the issue (Schneider et al., 2016; Weinmann et al., 2013). Thus, 

it seems that infotainment experiences may be related to an overestimation of one’s knowledge induced by 

high processing fluency. 
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Study 1 

 

Hypotheses 

 

Based on these theoretical considerations, we put forward a set of hypotheses, which we 

preregistered on the Open Science Framework (OSF).1 In Study 1, we focus on testing the effects of 

entertaining features compared with a baseline Instagram story without these features. 

 

First, as Schneider et al. (2016), Weber (2019), and Weinmann et al. (2013) have shown, feelings 

of being entertained and informed are related in the infotainment context, and can be elicited by features 

of news content (Dietrich et al., 2024; Weber 2019). We therefore assume that Instagram news stories 

create a stronger infotainment experience when they contain (a) dynamic, (b) narrative, and (c) interactive 

features (H1). This infotainment experience includes feelings of being informed (perceived knowledge; 2a–

c) and feelings of being entertained (entertainment experiences; H3a–c). 

 

As previous research has indicated, infotainment features can foster knowledge (Grabe et al., 2003; 

Greussing & Boomgaarden, 2021; Opgenhaffen & d’Haenens, 2011; Ryffel & Wirth, 2020; Weber & Grauer, 

2019). Despite the absence of such an effect for interactive features in the study of Vermeer and van den 

Heijkant (2023), we assume Instagram news stories have a positive effect on knowledge when they contain 

(a) dynamic, (b) narrative, and (c) interactive features (H4). 

 

As described earlier, the effects of entertaining features in news on knowledge depend on the 

experience of the media user with the news issue (Weber & Grauer, 2019) or the news medium 

(Opgenhaffen & d’Haenens, 2011). The cognitive load is lower for more experienced users. Therefore, we 

assume issue involvement and experience with Instagram stories will moderate the effect of entertaining 

features in Instagram stories on knowledge about the news issue. Specifically, the beneficial effect of (a) 

dynamic, (b) narrative, and (c) interactive features on knowledge will be stronger for individuals with high 

involvement (H5) and who use Instagram frequently (H6). 

 

Finally, we are interested in the relationship of infotainment as a message feature, the experience 

of infotainment, and knowledge. Combining our previous arguments, we assume the effect of (a) dynamic, 

(b) narrative, and (c) interactive features in news stories on knowledge about the news issue is mediated 

by the experience of infotainment (H7). The (extended) dual-process model of entertainment experience 

and motivated cognition (Bartsch et al., 2025; Schneider et al., 2021) suggests that especially eudaimonic 

entertainment experiences should drive positive effects on knowledge. This will be investigated as an 

additional research question (RQ12). 

 

 

1 https://osf.io/bygc7. In this article, we focus on the hypotheses related to infotainment experiences 

and knowledge. The hypotheses about attitudinal effects will be addressed in a different publication due 

to space constraints. The order of the hypotheses in this article differs from the order in the 

preregistration. 

2 This research question was added during the review process and is thus not preregistered. 



2062  Wirz et al. International Journal of Communication 20(2026) 

 

https://doi.org/10.65476/83gzgw37 

Methods 

 

The data for Study 1 were collected from October to December 2022 in a laboratory setting at the 

University of Amsterdam. The materials and data of the study can be found on the OSF 

(https://osf.io/bygc7). 

 

Design and Procedure 

 

We conducted an experiment using a one-factorial between-subjects design, where participants 

viewed either a standard version of an Instagram news story (baseline) or a story featuring one entertaining 

feature (dynamic presentation, narration, or interaction). Participants were greeted by the experimenter 

and seated in cubicles with computers. The study was administered online via a questionnaire, with QR 

codes provided for participants to access the Instagram news stories through Instagram on their 

smartphones. Therefore, owning a smartphone with Instagram installed was a prerequisite for participation. 

The experimenter ensured that participants could successfully open Instagram stories on their smartphones 

at the session’s start.3 

 

During the study, each participant saw three news stories (within-subject repeated measure) on 

different issues (a disease threatening bananas, mulesing of merino sheep, and water intoxication) in 

randomized order. This multimessage approach (Reeves et al., 2016; Slater et al., 2015) ensures effects can 

be attributed to the manipulated characteristics rather than to the specific stimulus. For each issue, participants 

were randomly assigned to one of the experimental conditions. After each news story, their infotainment 

experience and perceived knowledge about the respective news issue were measured. After seeing all three 

stories, participants answered recall and recognition questions to assess their actual knowledge of each of the 

three topics. The study design and procedure were approved by the university’s Institutional Review Board. 

 

Participants 

 

Participants were recruited from the participant pool of the University of Amsterdam. We 

conducted an a priori power analysis with G*Power (Faul et al., 2007) to determine the required sample 

size to detect small effects, with 95% power given an alpha error probability of 0.05. For the within-

subject repeated measures (participants’ responses toward the three news issues), we assumed a 

correlation of r = 0.5. This yielded a sample size of 116 participants.4 Participants could choose between 

 

3 If the QR codes did not work with a participant’s phone, they were instructed to open the story through 

the search function using the account information provided below the QR code. The stories were stored in 

the highlight section of the accounts. 

4 Since we did not use repeated measures ANOVA, but multilevel regression, to analyze our data, this power 

estimation was not the optimal choice. However, simulations by Arend and Schäfer (2019) for two-level 

models lead to very similar outcomes. A sample of 125 participants allows one to detect small level 1 direct 

effects (in our case, effects of the treatment). However, it must be noted that only medium or large cross-

level interactions can be detected with sufficient power.  
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a compensation in participation credits (one point for BA students in communication science) or a 

monetary reward of 5 EUR. 

 

One hundred and twenty-nine participants completed the study. Two attention checks were 

implemented in the survey as one open-ended and one closed question. Five participants were deleted 

because they did not pass these checks. The final sample thus consisted of 124 participants, which resulted 

in 372 observations (each participant saw three Instagram stories); n = 97 of the participants identified as 

female and n = 27 as male. Their age ranged from 17 to 26 (M = 20.31, SD = 1.79). 

 

Measures 

 

Manipulation of the Independent Variable 

 

We created three Instagram news stories for this study; they were based on existing journalistic 

reporting. The selected news issues are: (1) a fungus that infects banana trees and threatens the global 

supply of bananas; (2) mulesing—a painful procedure on merino sheep; and (3) water intoxication, which 

can be fatal for humans. For each of these news issues, we first created a baseline story consisting of five 

slides. Each slide contained a static picture and text. We then created three modified versions of the baseline 

stories. In the dynamic version, the text and some design elements were slightly animated; they appeared 

and faded out, creating a smooth transition between the slides. Further, each slide contained an animated 

sticker or GIF, which illustrated the information in the text. The interactive version contained an emoji slider, 

with a shocked emoji on the first slide and a poll one on the following slides (at a different point for each 

issue); the poll was always a yes/no question related to the story, but not containing additional information. 

In the narrative version, we replaced the picture on the first slide with a picture of an exemplar (a banana 

farmer, a sheep, a marathon runner). The exemplar was introduced with their name on the first slide, and 

the text on the second and last slides referred to them. 

 

We conducted a pretest with a sample of MA students from the same university (voluntary 

participation during a course) to see if the manipulations were perceived as intended. Minor adaptations 

were then made to the stimuli before the start of the main study. All final Instagram stories can be found 

on the project’s OSF page. 

 

Dependent Variables 

 

If not mentioned otherwise, all variables are measured on a 5-point Likert scale. A full list of all 

items can be found on OSF. Table A1 (OSF Appendix) shows the means, standard deviations, and McDonald’s 

 for all variables in Study 1. 

 

Experience of Infotainment 

 

Participants’ experience of entertainment and information during media use was measured with a 

scale from Weber (2019). It contains four subscales: hedonic entertainment (e.g., “All in all, I was well-

entertained by the news story”), eudaimonic entertainment (e.g., “I was moved by this news story”), feeling 
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of being informed after media use (e.g., “I feel that I am quite well-informed about [the news issue]”), and 

feeling of being informed during media use (e.g., “I perceived the story as very informative”). From these 

subscales, an infotainment index was calculated to reflect the extent to which entertainment and information 

were experienced simultaneously. To do so, Weber (2019) proposed to select the entertainment and 

information subscales with the highest value for each participant and then calculate a product from these 

two subscales. This ensures the infotainment index reflects the simultaneous experience of both feelings of 

information and feelings of entertainment (see Weber, 2019). This scale can range from 1 to 25. 

 

Entertainment 

 

To measure the experience of entertainment, the mean value of the two entertainment subscales 

(hedonic and eudaimonic entertainment) in the infotainment scale was calculated. The entertainment items 

in Weber’s (2019) infotainment scale are a selection of the hedonic and eudaimonic entertainment scale of 

Wirth et al. (2012). Hedonic entertainment refers to the pleasure that participants experienced watching 

the story, while hedonic entertainment reflects the meaningfulness of the experience. Although this measure 

is theoretically two-dimensional, the combined scale has a high internal consistency (McDonald’s omega = 

.91). The stories were generally perceived as somewhat entertaining. 

 

Perceived Knowledge 

 

The feeling of being informed after media use, which was measured as a subdimension of 

infotainment experiences, reflects participants’ perceived knowledge about the news issues. This 

subdimension was thus also used individually as a measure for perceived knowledge. 

 

Knowledge 

 

Following Ryffel and Wirth (2020), knowledge about the news issue was measured with four open-

ended recall and four closed recognition questions. Recall questions were coded as correct or incorrect by 

the research team; each correct answer was awarded one point. The recognition questions presented four 

answer options, of which only one was correct, and a “don’t know” option. Points from the recall and 

recognition tasks were summed up; the knowledge scale thus ranges from 0 (no correct answer) to 8 (all 

answers correct). On average, participants answered about half of the questions correctly. 

 

Issue Involvement 

 

Participants’ involvement with the news issues was measured with a single item after each news 

story (“The topic of this news story has a high personal relevance for me”). 

 

Frequency of Instagram Use 

 

At the beginning of the questionnaire, the frequency of Instagram use was measured (several times 

a day to less than once a month). Most participants used Instagram daily or several times a day. 
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Treatment Checks 

 

After reporting on their experience of a story, participants were asked to evaluate the story along 

the three manipulated dimensions. The extent to which they perceived the story as dynamic (e.g., “The 

news story contained animated elements”), narrative (e.g., “The news issue was presented in a narrative 

way, as if it was a story”), and interactive (e.g., “The news story was interactive”) was captured with two 

items per dimension. 

 

Controls 

 

Participants’ gender and age were included as control variables. Gender was measured with three 

options: male, female, or nonbinary. Age was measured in years. 

 

Results 

 

First, we conducted a treatment check to determine if the manipulation of the Instagram stories 

was perceived as intended (see OSF Appendix5). The differences between conditions were as expected and 

large; thus, we proceeded with the hypothesis tests. 

 

To account for the fact that participants saw and evaluated multiple stories and were randomly 

assigned to a condition for each of them, we estimated a multilevel model in which stories are nested within 

participants. Gender, age, frequency of Instagram use, and the news issue were included as control variables 

and the condition as the predictor in all models. Table 1 reports the effects of entertaining features on 

experiences of infotainment and entertainment (H1 and H2) and Table 2 on the effects on perceived 

knowledge and actual knowledge (H3 and H4). Dynamic, narrative, and interactive features had no 

significant effect on any of these outcomes; H1a–c, H2a–c, H3a–c, and H4a–c are thus all rejected. However, 

the stories about mulesing of merino sheep and water intoxication were generally perceived as more 

entertaining than the ones about the banana disease and led to higher knowledge about the news issue. 

Further, the stories about water intoxication led to stronger infotainment experiences and higher perceived 

knowledge. 

 

 

 

5 https://osf.io/bygc7. 
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Table 1. Multilevel Regression Coefficients for the Effect of Instagram Story Features on 

Entertainment and Infotainment (Study 1). 

 Entertainment Infotainment 

 b SE p b SE p 

Intercept 1.35 0.72 0.06 5.52 4.44 0.22 

Gender 0.18 0.14 0.21 0.72 0.88 0.42 

Age 0.03 0.03 0.30 0.26 0.20 0.19 

Instagram use -0.04 0.07 0.61 -0.31 0.42 0.47 

Condition: 

dynamic 0.08 0.08 0.28 0.71 0.56 0.21 

Condition: 

narrative 0.08 0.08 0.29 0.24 0.58 0.68 

Condition: 

interactive 0.11 0.08 0.16 0.99 0.57 0.08 

Issue: sheep 0.15 0.06 0.01 -0.68 0.42 0.11 

Issue: water 0.37 0.06 < 0.001 1.10 0.42 < 0.001 

ICC (adjusted) 0.64 0.52 

 

Table 2. Multilevel Regression Coefficients for the Effect of Instagram Story Features on 

Knowledge and Perceived Knowledge (Study 1). 

 Knowledge Perceived Knowledge 

 b SE p b SE p 

Intercept 3.81 1.66 0.02 2.75 0.62 < 0.001 

Gender -0.23 0.33 0.50 0.05 0.12 0.71 

Age 0.05 0.07 0.47 0.04 0.028 0.11 

Instagram use -0.13 0.16 0.40 -0.04 0.06 0.53 

Condition: 

dynamic 0.01 0.24 0.97 -0.09 0.10 0.37 

Condition: 

narrative -0.08 0.24 0.74 0.05 0.10 0.65 

Condition: 

interactive 0.39 0.24 0.10 0.06 0.10 0.52 

Issue: sheep 0.63 0.18 0.001 -0.13 0.08 0.10 

Issue: water 1.40 0.18 < 0.001 0.30 0.08 < 0.001 

ICC (adjusted) 0.43 0.31 

 

 

Table 3 reports the interaction effects of entertaining features with issue involvement (H5) and 

frequency of Instagram use (H6) on knowledge. Interaction terms (with mean-centered moderators) were 

created for each entertaining feature. First, issue involvement was positively related to knowledge. 

Moreover, the interactions of involvement and narrative/interactive features were significant. As Figures 1 

and 2 depict, the effect has the opposite direction from what we assumed. Participants with low involvement 

remembered more information in the narrative and interactive condition than in the baseline condition, while 
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participants with high involvement remembered more in the baseline condition. H5a–c are thus rejected, 

despite the significant effects. There is also a significant interaction effect of Instagram use frequency and 

interactive features. Figure 3 shows the frequency of Instagram use is not related to knowledge when 

participants saw a story without additional features. For those who saw the interactive story, however, 

knowledge decreases as the frequency of use decreases. There was no significant interaction of frequency 

of use with dynamic and narrative features. Consequentially, H6c is supported, while H6a and b are not. 

 

Table 3. Multilevel Regression Coefficients for the Interaction Effect of Instagram Story 

Features and Issue Involvement (Model 1) and Frequency of Instagram Use (Model 2) on 

Knowledge (Study 1). 

 Knowledge (Model 1) Knowledge (Model 2) 

 b SE p b SE p 

Intercept 3.75 1.64 0.02 3.33 1.62 0.04 

Gender -0.25 0.33 0.44 -0.28 0.33 0.39 

Age 0.06 0.07 0.41 0.06 0.07 0.46 

Condition: 

dynamic 0.01 0.23 0.96 0.05 0.23 0.83 

Condition: 

narrative -0.11 0.24 0.64 -0.04 0.24 0.87 

Condition: 

interactive 0.39 0.24 0.10 0.41 0.24 0.09 

Issue: sheep 0.65 0.18 < 0.001 0.60 0.18 0.001 

Issue: water 1.32 0.19 < 0.001 1.30 0.19 < 0.001 

Involvement 0.44 0.13 0.001 0.15 0.07 0.03 

Instagram use -0.14 0.15 0.36 0.11 0.21 0.61 

Involvement* 

dynamic -0.22 0.18 0.24    

Involvement * 

narrative -0.49 0.18 0.01    

Involvement * 

interactive -0.47 0.18 0.01    

Instagram use 

* dynamic    -0.16 0.32 0.62 

Instagram use 

* narrative    -0.32 0.25 0.20 

Instagram use 

* interactive    -0.48 0.23 0.04 

ICC 

(adjusted) 0.42 

0.42 
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Figure 1. Simple slopes for the interaction effect of issue involvement and narrative story 

features on knowledge. 
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Figure 2. Simple slopes for the interaction effect of issue involvement and interactive story 

features on knowledge. 
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Figure 3. Simple slopes for the interaction effect of Instagram use frequency and interactive 

story features on knowledge. 

 

Lastly, we tested if the experience of infotainment mediates the effect of entertaining features on 

knowledge. To test this hypothesis, we estimated three multilevel mediation models (one for each 

entertaining feature) with the R-package lavaan. The model coefficients are summarized in Table 4. 

Dynamic, narrative, and interactive features had no effect on the experience of infotainment (as already 

described for H2). The experience of infotainment also did not influence knowledge (although one can see 

a positive trend). Overall, neither the direct, indirect, nor total effect of entertaining features on knowledge 

is significant; H7a–c are rejected. To answer RQ1, we performed the same analyses with eudaimonic 

entertainment as a mediator. While none of the features elicited eudaimonic entertainment, there was a 

positive effect of eudaimonic entertainment experiences on knowledge (b = 0.42, SE = 0.14, p = .002). 
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Table 4. Multilevel Mediation Models for the Effect of Instagram Story Features on Knowledge 

via Infotainment Experience (Study 1). 

 
b SE p 

Knowledge (c) 
   

Condition: dynamic -0.07 0.21 0.75 

Condition: narrative -0.17 0.21 0.41 

Condition: interactive 0.15 0.21 0.48 

Issue: sheep 0.65 0.18 < 0.001 

Issue: water 1.34 0.18 < 0.001 

Infotainment (a) 
  

Condition: dynamic 0.64 0.70 0.36 

Condition: narrative 1.23 0.70 0.08 

Condition: interactive 1.11 0.71 0.12 

Issue: sheep -0.66 0.60 0.27 

Issue: water 2.00 0.60 0.001 

Knowledge (b) 
   

Infotainment 0.03 0.02 0.08 

Indirect effects (ab)    

Indirect effect: dynamic 0.03 0.03 0.21 

Indirect effect: narrative 0.02 0.02 0.42 

Indirect effect: interactive 0.03 0.03 0.24 

 

 

Discussion 

 

Study 1 examined the impact of dynamic, narrative, and interactive features on learning from 

Instagram news stories. Narration and interactivity enhanced learning for individuals with low involvement 

with a news issue, which is a desirable effect of infotainment. However, interactivity hindered learning for 

those who do not frequently use Instagram. 

 

The study also found that dynamic, narrative, and interactive stories were not perceived as more 

entertaining than a baseline story without these features. This may suggest that Instagram stories, as a 

format, are inherently more entertaining than other news formats, potentially obscuring the effects of 

individual infotainment features. This ad hoc assumption will be tested in Study 2. 

 

Study 2 

 

Hypotheses 

 

In Study 2, we test the same hypotheses as in Study 1 (H1a–c–H7a–c). Further, we compare all 

Instagram story versions with a print article version of the news story. We assume that Instagram stories 

as a format are generally more entertaining than a traditional newspaper article. There is initial qualitative 

evidence this is the case (Hendrickx, 2025), and from a theoretical perspective, this can be explained with 
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the media richness—or vividness—of audiovisual stories in comparison with text (Steuer, 1992). Thus, all 

postulated effects should apply for the Instagram story format in comparison with traditional news. 

Therefore, the following additional hypotheses were preregistered.6 

 

Instagram news stories will, compared with a newspaper article (control), lead to stronger 

infotainment experiences (H1.2) and entertainment experience (H2.2), higher perceived knowledge about 

the news issue (H3.2), and more actual knowledge about the news issue (H4.2). The beneficial effect of the 

Instagram story format will be stronger for individuals with high issue involvement (H5.2) and who use 

Instagram frequently (H6.2). The experience of infotainment mediates the effect of Instagram news stories 

on knowledge about the news issue (H7.2). 

 

Methods 

 

Study 2 is a replication of Study 1 and additionally includes a newspaper article as a control 

condition. The data for Study 2 were collected from February to March 2023 in a laboratory setting at the 

University of Fribourg. The materials and data of the study can be found on OSF (https://osf.io/bygc7). 

 

Design and Procedure 

 

The study had a similar one-factorial between-subjects design as Study 1; participants saw a 

version of an Instagram news story (baseline vs. dynamic presentation vs. narration vs. interaction) or a 

newspaper article containing the same information. Participants arrived in groups of 2–6 persons and were 

greeted by the experimenter. Each participant was placed on a comfortable chair distributed throughout the 

lab and received a tablet to complete the online questionnaire. They contained QR codes that participants 

scanned with their smartphone to open the Instagram news stories in the Instagram app, as described in 

Study 1. In the control condition, participants were presented a newspaper article instead of the QR code. 

The study design and procedure were approved by the university’s Institutional Review Board. 

 

Participants 

 

Participants were recruited among the student population at the University of Fribourg. The 

recruitment text informed them that they need a personal Instagram account and a smartphone to 

participate in this study. Based on an a priori power analysis with G*Power (Faul et al., 2007), the design 

with the additional control condition requires a sample size of 130 participants to obtain a statistical power 

of 95%.7 Participants received a monetary reward of 15 CHF for their participation. 

 

 

6 https://osf.io/bygc7/registrations: The hypotheses for Study 2 have been formulated in a simplified version 

of this article compared with the preregistration; the test, however, remains the same. 

7 As for Study 1, a more appropriate power analysis based on Arend and Schäfer (2019) shows 125 

participants are needed for the multilevel analysis to detect small level 1 direct effects; cross-level 

interactions can only be detected if they are medium to large. 
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One hundred and thirty participants completed the study. Two attention checks were implemented 

in the survey as one open-ended and one closed question. Seven participants were excluded because they 

did not pass these checks (zero based on the open-ended, seven based on the closed question). Additionally, 

two participants were removed because they self-reported at the end of the questionnaire that they did not 

pay attention and that their data should not be used. The final sample thus consisted of 121 participants, 

which resulted in 363 observations (each participant saw three news stories). In terms of gender, n = 91 of 

the participants identified as female, n = 29 as male, and one as nonbinary. Their age ranged from 18 to 

33 (M = 21.91, SD = 2.62). 

 

Measures 

 

Manipulation of the Independent Variable 

 

In addition to the Instagram stories created for Study 1, we created a newspaper article version of 

each news issue. It contained the same text as the story versions, but no images. 

 

Dependent Variables 

 

We used the same questionnaire as in Study 1; thus, all measures were identical. Table A2 (OSF 

Appendix) shows the means, standard deviations, and McDonald’s  for all variables in Study 2. 

 

Results 

 

The treatment check for Study 2 (see OSF Appendix) again demonstrated that the treatment 

was perceived as intended and the effect sizes are (very) large. First, we conducted a replication of Study 

1; we tested H1–H7 with the sample from Study 2, thereby excluding participants in the newspaper 

condition. The tables with all model coefficients can be found in the OSF Appendix (Tables A3–A6). 

Overall, the findings of Study 2 are largely in line with Study 1. However, the moderating effects of issue 

involvement and frequency of Instagram use could not be replicated; H5a–c and H6a–c were rejected. 

Instead, the dynamic story generally led to lower knowledge than the other versions (b = -0.57, SE = 

0.26, p = 0.03). 

 

To test H1.2–H7.2, which compare the Instagram story versions with a newspaper article, we 

analyzed the full sample of Study 2. Table 5 shows the effects on infotainment and entertainment 

experiences. The baseline, dynamic, and narrative stories led to significantly more infotainment, and for the 

interactive story, there is a trend in this direction. H1.2 is thus largely supported. The narrative and the 

baseline story version led to more entertainment than the newspaper version, but the dynamic and 

interactive story did not. H2.2 is thus partially supported. Second, we tested if Instagram story versions 

lead to more perceived and actual knowledge than the newspaper article (see Table 6). Perceived knowledge 

was only increased by the baseline story; H3.2 is thus largely rejected. The narrative and the baseline story 

fostered knowledge, while the dynamic and interactive versions did not; H4.2 is thus partially supported. 

Moreover, the stories about mulesing and water intoxication were perceived as more entertaining than the 
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one about the banana disease; the story about water intoxication also fostered infotainment experiences. 

Perceived and actual knowledge were higher for the water intoxication story. 

 

Table 5. Multilevel Regression Coefficients for the Effect of Instagram Story Features on 

Entertainment and Infotainment (Study 2). 

 Entertainment Infotainment 

 b SE p b SE p 

Intercept 1.33 0.58 0.02 6.92 3.40 0.04 

Gender 0.21 0.13 0.10 0.71 0.75 0.34 

Age 0.02 0.02 0.28 0.11 0.12 0.38 

Instagram use 0.00 0.07 0.96 -0.17 0.40 0.68 

Condition: 

dynamic 0.14 0.10 0.17 2.00 0.72 0.01 

Condition: 

narrative 0.41 0.10 < 0.001 2.29 0.71 0.001 

Condition: 

interactive 0.13 0.10 0.18 1.26 0.72 0.08 

Condition: 

baseline 0.30 0.10 0.004 2.24 0.73 0.00 

Issue: sheep 0.23 0.07 0.001 -0.19 0.49 0.70 

Issue: water 0.34 0.07 < 0.001 2.82 0.49 < 0.001 

ICC (adjusted) 0.50 0.32 

 

Table 6. Multilevel Regression Coefficients for the Effect of Instagram Story Features on 

Knowledge and Perceived Knowledge (Study 2). 

 Knowledge Perceived Knowledge 

 b SE p b SE p 

Intercept 3.42 1.26 0.01 2.86 0.49 < 0.001 

Gender -0.42 0.28 0.13 0.06 0.11 0.56 

Age 0.06 0.05 0.20 0.02 0.02 0.18 

Instagram use -0.11 0.15 0.45 -0.08 0.06 0.20 

Condition: dynamic 0.12 0.26 0.64 0.06 0.12 0.62 

Condition: narrative 0.72 0.26 0.01 0.15 0.12 0.20 

Condition: interactive 0.28 0.26 0.29 0.03 0.12 0.79 

Condition: baseline 0.73 0.27 0.01 0.27 0.12 0.02 

Issue: sheep 0.34 0.18 0.06 -0.12 0.08 0.15 

Issue: water 1.42 0.18 < 0.001 0.46 0.08 < 0.001 

ICC (adjusted) 0.34 0.21 

 

Third, we tested if issue involvement and frequency of Instagram use moderate the effects on 

knowledge (see Table 7). This was not the case; both moderators had neither a direct nor a conditional 

effect on knowledge. H5.2 and H6.2 are thus rejected. Lastly, we tested if infotainment mediates the effect 

of Instagram stories on knowledge. Although the baseline, dynamic, and narrative versions increased the 

experience of infotainment (see H2.2), there was no significant indirect effect in any of the mediation 
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models (see Table 8), so H7.2 is rejected. However, the association of infotainment and knowledge is 

positive and would be significant with an alpha error level of 0.1; the indirect effect might thus materialize 

with a larger sample size. To test RQ1, we repeated the mediation analysis with eudaimonic entertainment 

as the mediator; this time, we did not find a significant relationship between eudaimonic entertainment 

and knowledge. 

 

Table 7. Multilevel Regression Coefficients for the Interaction Effect of Instagram Story 

Features and Issue Involvement (Model 1) and Frequency of Instagram Use (Model 2) on 

Knowledge (Study 2). 

 Knowledge (Model 1) Knowledge (Model 2) 

 b SE p b SE p 

Intercept 3.72 1.24 0.003 3.16 1.21 0.01 

Gender -0.47 0.27 0.09 -0.44 0.27 0.11 

Age 0.05 0.05 0.26 0.05 0.05 0.30 

Condition: dynamic 0.14 0.26 0.59 0.17 0.26 0.52 

Condition: narrative 0.70 0.26 0.01 0.73 0.26 0.01 

Condition: interactive 0.24 0.26 0.36 0.24 0.26 0.36 

Condition: baseline 0.69 0.26 0.01 0.68 0.27 0.01 

Issue: sheep 0.28 0.18 0.12 0.27 0.18 0.14 

Issue: water 1.32 0.19 < 0.001 1.27 0.19 < 0.001 

Involvement 0.20 0.15 0.18 0.18 0.07 0.01 

Instagram use -0.20 0.21 0.36 -0.10 0.26 0.69 

Involvement * dynamic -0.10 0.15 0.51    

Involvement * narrative -0.25 0.20 0.22    

Involvement * 

interactive 0.25 0.20 0.22    

Involvement * baseline 0.08 0.20 0.70    

Instagram use * 

dynamic    0.13 0.33 0.69 

Instagram use * 

narrative    -0.13 0.31 0.66 

Instagram use * 

interactive    -0.15 0.36 0.68 

Instagram use * 

baseline    0.16 0.29 0.58 

ICC (adjusted) 0.33 0.33 
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Table 8. Multilevel Mediation Models for the Effect of Instagram Story Features on Knowledge 

via Infotainment Experience (Study 2). 

 
b SE p 

Knowledge (c) 
   

Condition: dynamic -0.10 0.23 0.67 

Condition: narrative 0.35 0.23 0.12 

Condition: interactive 0.08 0.23 0.72 

Condition: baseline 0.38 0.23 0.10 

Issue: sheep 0.35 0.18 0.05 

Issue: water 1.34 0.18 < 0.001 

Infotainment (a) 
  

Condition: dynamic 1.86 0.77 0.02 

Condition: narrative 1.69 0.76 0.03 

Condition: interactive 0.87 0.78 0.26 

Condition: baseline 1.80 0.77 0.02 

Issue: sheep -0.19 0.59 0.75 

Issue: water 2.82 0.59 < 0.001 

Knowledge (b) 
   

Infotainment 0.03 0.02 0.07 

Indirect effects (ab)    

Indirect effect: dynamic 0.05 0.04 0.15 

Indirect effect: narrative 0.05 0.03 0.16 

Indirect effect: interactive 0.02 0.03 0.34 

Indirect effect: baseline 0.05 0.04 0.15 

 

Discussion 

 

With Study 2, we aimed to replicate the findings from Study 1. This was only partially successful. 

In line with Study 1, we found that the different Instagram story versions did not affect infotainment or 

entertainment experiences. Different from Study 1, we found that participants gained less knowledge from 

dynamic stories than from other versions, but that involvement and frequency of Instagram use did not 

affect knowledge. Additionally, we compared the Instagram story versions with a newspaper article. Only 

the baseline and the narrative Instagram stories were perceived as more entertaining than the newspaper 

version. These two versions also increased knowledge about the news issues. Further, the baseline, 

narrative, and dynamic versions fostered the experience of infotainment, but there was no significant 

indirect effect of infotainment on knowledge. Overall, the results from Study 2 suggest Instagram stories 

may convey more knowledge than a newspaper article, but only if the format is used in a calm version, with 

no additional elements next to the background image and text (as was the case for the baseline and the 

narrative version). 
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General Discussion 

 

Given the growing relevance of native digital news formats, we investigated how dynamic, 

narrative, and interactive features in Instagram stories affect actual and perceived knowledge about current 

affairs. Based on prior research on infotainment, we hypothesized these features would foster learning. Our 

two studies reveal a more nuanced picture. In Study 1, narration and interactivity enhanced learning for 

participants with low involvement with the news issue. Additionally, the effect of interactive features on 

actual knowledge depended on participants’ familiarity with Instagram; less-frequent users learned less 

from interactive stories, aligning with findings by Opgenhaffen and d’Haenens (2011). 

 

Study 2 did not replicate these effects. Instead, calm Instagram stories—the baseline and 

narrative versions—increased knowledge compared with a newspaper article, while dynamic presentations 

decreased knowledge. This supports Ryffel and Wirth’s (2020) findings that overly intense dynamic 

elements hinder knowledge acquisition because of cognitive overload. Although we only added one 

animated sticker to each story slide, this seems to have created too much distraction combined with the 

already dynamic story format.8 

 

Although, on the whole, we found little evidence for the postulated hypotheses and some opposite 

effects, the findings are in line with the theoretical assumptions provided by the LC4MP (e.g., Lang, 2017). 

Study 1 demonstrates that narrative and interactive features may motivate the allocation of cognitive 

resources when participants are not involved with an issue. Study 2 demonstrates that the dynamic version, 

which causes many orienting responses, may result in cognitive overload and thus decreased memory. 

 

Interestingly, not all Instagram stories were perceived as more entertaining than the newspaper 

article, possibly due to the high cognitive load from dynamic and interactive features. Entertainment 

experiences varied by news issue, highlighting the importance of a multistimuli approach (Reeves et al., 

2016; Slater et al., 2015) and suggesting a need for further research on issue properties. While previous 

research found that narrative and interactive features in news led to experiences of entertainment (Dietrich 

et al., 2024; Weber, 2019), our study suggests entertainment experiences in response to news may be 

context-dependent. This resonates with findings by Grabe et al. (2003), who showed that infotainment 

features have different effects when applied to calm versus arousing news stories. Next to characteristics of 

the topic, characteristics of the news format may also influence entertainment experiences. Moreover, we 

found limited support for the hypothesis that infotainment features enhance knowledge through the 

simultaneous feeling of being both informed and entertained (Wirth, 2014). While previous research 

suggested that especially the experience of eudaimonic entertainment should increase knowledge (Dietrich 

et al., 2024), we only found this effect in Study 1. 

 

Our findings are generally in line with those by Vermeer and van den Heijkant (2023), wo also did 

not see any general positive effects of interactivity in Instagram news stories on knowledge. On the other 

hand, they are opposed to studies that found positive effects of infotainment features in more traditional 

 
8 The format is already dynamic in the sense that each of the five slides is shown for a couple of seconds, 

and then the next one appears. 
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news formats (Davis et al., 2020; Grabe et al., 2003; Ryffel & Wirth, 2020; Weber & Grauer, 2019). This 

stresses the importance of distinguishing among infotainment features and considering the context in which 

these features are placed. 

 

The present research has limitations. The laboratory setting provided a distraction-free 

environment that may have boosted learning. The forced exposure to the news content, moreover, may 

have constrained entertainment experiences, which are by definition voluntary and playful (e.g., Vorderer, 

2001). These factors could have minimized differences between the conditions, leading to an 

underestimation of media effects. Future research should investigate the impact of infotainment features in 

a more naturalistic social media context, considering also that Instagram stories are embedded in a content 

stream and often encountered incidentally. 

 

The selection of news issues was further not systematic but guided by practical concerns; we chose 

issues where we expected little prior knowledge, with no or low presence in the media around the time of 

the study, and that we could use in both countries. Another limitation concerns the chosen media format: 

Instagram stories are only one version of digital news; future research should consider other formats, such 

as short video content. Lastly, the findings differed between the two samples. This may point to the 

importance of context factors but could also have to do with the sample size, which only allows the detection 

of moderation effects when they are medium to large. 

 

Despite these limitations, the present study contributes to our understanding of effects of 

infotainment. It demonstrates that infotainment should not be considered a uniform category; various 

features have different effects on knowledge. Moreover, the study demonstrates that news on Instagram 

may convey more knowledge than newspaper articles, but this is contingent on their design. Media 

companies and other actors who design Instagram stories with the purpose of conveying information should 

thus refrain from the use of additional dynamic features in stories with several slides and be mindful of their 

audience when they use interactive features. Finally, we did not find evidence that Instagram news stories 

foster an illusion of knowing more than actual knowledge. Thus, some popular concerns regarding social 

media news formats might not be justified. 
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